
The Make Sense campaign is a unique initiative by the European Head 
and Neck Society (EHNS), aiming to raise awareness of head and 
neck cancer, and ultimately improving outcomes for patients, by:

At Merck, we are proud supporters of the EHNS and the Make Sense campaign. Together we work towards driving awareness  
and encouraging earlier diagnosis and treatment of head and neck cancer, ultimately saving lives

Year on year we have demonstrated our dedication to improving outcomes for patients around the world through the annual 
European Head and Neck Cancer Awareness Week

Here is how Merck teams supported the Make Sense campaign and Head and Neck Cancer Awareness Week in 2016 - their 
enthusiasm, creativity and team spirit are inspiring! 
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years of the Make Sense campaign

Driving 
understanding of the 
signs and symptoms 
of the disease

Encouraging earlier 
presentation, 
diagnosis and 
referral

Educating about 
disease prevention

The EHNS is a multidisciplinary society bringing together medical 
experts from across Europe, which cover all disciplines and aspects 
of head and neck oncology. 

Once again Merck colleagues around the world will be 
raising awareness of this devastating disease, this year 
under the banner ‘#SpeakUp for Head and Neck 
Cancer.’ Colleagues will share photos and videos of 
themselves displaying messages of support. For the 
first time, Merck will pledge one Euro to the European 
Cancer Patient Coalition for every submission that is 
posted on our global #SpeakUp wall

As the Make Sense campaign 
celebrates its fifth year in 2017, the 
aim is to continue to build on the 
success of previous years under the 
theme ‘Supporting Survivorship’. 
The Fifth European Head and Neck 
Cancer Awareness Week will take place 
18-22 September 2017

Merck colleagues  
joined the company-wide 

campaign ‘Stick Your Tongue 
Out for Head and Neck Cancer 
Awareness’, and shared over 
200 photos of support from 

21 countries around the 
world. This allowed teams to 
share awareness messages 

with over 122,000  
people across social  

media channels

In the gulf countries  
and the Middle East, over 
100 colleagues shared 

images of support as 
part of various internal 
awareness activities

‘A Talk on the Sofa 
About Cancer and 

Sex and Things Like 
That’ youth meeting 
was held in Norway 
and streamed live  

on Facebook

Over 10,000 people  
in 25 cities were screened, 

with 753 subsequently 
referrals, across Russia and 
Kazakhstan thanks to free 

screenings organized by the 
local teams  
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Top five highlights over the last five years:

Make Sense campaign

3,267

36,529

17
3

pieces of coverage generated  
from 2013 - 2016

patients screened in 592  
clinics open to the public 
across Europe since 2013

countries participating with more set to join

meetings held at European Parliament and 
dialogue opened with European Commission

5,010,260
Launch of #UnitingVoices social media campaign in 
2015 with 5,010,260 people reached and the Campaign 
hashtag (#UnitingVoices) used 368,694 times

In Latin America,  
teams from across 10 
countries took part 
in multiple activities, 

including press 
conferences and  

working with patient 
associations 


